





















Managing Your Financial executives, controllers and other administrative staff members respon- 

. & sible for paperwork procedures are in a unique position to make an important con- 

Marketing tribution to the company marketing function. This is because their experience 

with paperwork procedures can serve them in developing or selecting systems 
that efficiently process marketing department data, as well as generate vital 
marketing intelligence. 

Marketing men are so often hesitant to institute any program that will involve com¬ 
pany salesmen in any more paperwork than that already demanded of them. Even 
if the value of such paperwork is recognized, some means must be found to make 
it acceptable to the salesmen. In many cases this problem can be solved by insti¬ 
tuting procedures that provide the desired results, but call for no more, (better yet, 
LESS), paperwork than before. This is entirely possible, and has been achieved 
by many companies. 

Marketing Department Opportunities. The potential areas for contribution depend 
on the nature of the company’s business. However, unless the firm is a “captive” 
producer for two or three customers, it can usually profit by regular analyses of 
sales. If the company engages in sales promotion activities, it will normally gener¬ 
ate inquiries directed to the head office. If it has ten or more salesmen, a great 
deal can be done with properly designed call reports. These and other marketing 
department applications such as warranty cards, prospect and customer records, 
and lost business reports are all opportunities for the administrative executive. 
It is possible to record and distribute a limited amount of marketing data by purely 
manual methods —for example by the familiar “spread sheet” method. Unfortu¬ 
nately this does not provide for an analysis by more than one factor — and is also 
not clerically feasible when the volume is large. For cross-analyses, and where a 
substantial number of individual items are involved, a unit record system is the 
most practical. However, many executives find it difficult to justify the substantial 
investment for tabulating equipment often proposed for marketing data processing 
applications. In addition, such systems require specialized operators, and the 
setting up of special procedures dictated by machine capabilities (or rather 
limitations). 


The paperwork automation provided by the ‘360’ Tab Punch/Reader makes it possi¬ 
ble to establish management information and control systems that would not other¬ 
wise be clerically feasible for small-to-medium-sized manufacturers. 
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The methods described here feature the Keysort and McBee ‘360’ Systems — and 
have been proved in hundreds of successful installations all over the country. 
They provide the level of automation required for fast report preparation, yet are 
feasible from a cost and ease-of-operatton standpoint for smaller manufacturers 
as well as medium-sized and decentralized large firms. 

The unit records in a ‘360’ System are KEYSORT cards, which come from McBee 
with a series of holes around their perimeters. When code-notched for appropriate 
factors, the cards can be quickly searched or arranged into any sequence by the 
Keysort method. This consists of simply inserting a Keysort needle through the 
hole or holes representing the desired information field in a deck of cards — and 
lifting. The wanted cards are immediately segregated from the rest of the deck. 

Numerical information is code-punched into the body of the cards automatically — 
as a by-product of normal accounting control total listing. These internal codes are 
then read automatically and totaled from sorted cards, thus providing required 
analysis totals by category. Both these functions are performed by the McBee ‘360’ 
Tab Punch/Reader, a unique, versatile, inexpensive data processing machine. 

McBee ‘360’ Systems provide effective unit record accounting by using original 
source documents and simplified, low-cost machines and methods. 

McBee Keysort Systems offer similar advantages to McBee ‘360’ Systems, except 
that automatic tabulation is not included. 

NOTE: The methods presented here reflect basic approaches to the situations 
discussed. They incorporate accepted and proved principles and methods, but are 
offered as ideals for guidance only. These are the general approaches that McBee 
Systems Representatives take in custom-designing specific systems for each indi¬ 
vidual customer. But there is no such thing as THE McBee System. Each situation —- 
and therefore each final system — is different. The flexibility and adaptability of 
McBee ‘360’ Systems permit and encourage the Systems Representative to think out, 
plan and propose the best system for the situation at hand. Please bear this in mind 
if the approaches illustrated here are not exactly suitable for your situation. 


Data accumulated by a '360’ Sales Analysis System can be presented in Unit 
Analysis (strip) form. When collated with reports for previous periods, or current 
related reports, comparative and cumulative analyses can be made at a glance. 
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A McBee ‘360’ Sales Analysis system can be made to yield any analysis required 
to boost marketing effectiveness. _ ____ 

The value of regular reports of company sales by salesmen, division, department, 
sales territory, market, product, type of customer (and possibly individual key 
customers), component parts, manufacturing activities, and other pertinent classifi¬ 
cations is so well-established in some companies, it is surprising to learn that 
detailed sales analysis is by no means universal. 

Company sales records are a prime source of marketing intelligence, and nothing 
can be more frustrating to marketing men than the inability to pull out sales sta¬ 
tistics in meaningful, usable form. Of course, the benefits of current analyses of 
sales go beyond market measurement. Sales analysis is one of the prime ingredi¬ 
ents in sales and production forecasting. It can lead to shorter delivery schedules 
. . . higher stock item/total production ratios . . . smaller, better-balanced inven¬ 
tories and shorter inventory turnover cycles ... guidance for new product planning 
... profitability analysis by product . . . future equipment, facilities and manpower 
forecasting ... in fact most of the important aspects of managing a business. 
The flow chart below describes a typical ‘360’ System for monitoring actual ship¬ 
ments. It starts with the preparation of the invoice (1) from which invoice analysis 
cards are prepared (this is often set up as a by-product of the invoice preparation 
itself). If a back order control system is in operation, it can be integrated into the 
shipping analysis system. 

Invoice analysis cards are then tabulated on the ‘360’ Tab Punch/Reader (2). This 
operation serves several purposes: it produces a total for balancing with the total 
amount posted to accounts receivable ledgers; it automatically code punches the 
invoice analysis cards; it automatically produces invoice total cards. 

Invoice total cards are sorted and tabulated for invoice analyses (3). These include: 
geographic analysis; market penetration analysis; freight analysis; reporting and 
paying taxes; order size analysis, etc. 

Invoice analysis cards are sorted by item number and summarized by the ‘360’ 
Tab Punch/Reader to reduce finished goods inventory (4). They are then sorted by 
product class, by salesman (5) for profitability and commission accounting. 
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Call Reports 



Keysort Call Report forms are tailor-made to individual requirements. Complete 
flexibility as to size, number of copies, format and almost unlimited coding capacity 
enable McBee Systems Representatives to design the most effective form and 
system for each situation. 


Salesmen’s call reports are one of the best available opportunities for developing 

comprehensive marketing intelligence, as well as being the prime means for 
assessing individual and overall sales effectiveness. They constitute an organized 
way for sales management to obtain the “feedback” required for proper direction 
of the sales effort. 


A system where each call report is a unit record opens up almost unlimited possi¬ 
bilities for market and sales performance analysis. If call reports are provided 
with the means to be quickly sorted and tabulated, desired results can be obtained 
on a current basis with minimum clerical expense, and without extra burden on 
salesmen. 


With a properly constructed system, detailed market data of great value can be 
accumulated. As an example of this, one Keysort user (an electric utility company) 
has compiled complete data pertaining to power requirements (whether presently 
being supplied by electricity or not) on every industrial firm and institution in the 
territory being served. Market data is kept in each of fourteen district offices, and 
is capable of being analyzed on an individual office or overall basis. This invalu¬ 
able information is contained on the reverse side of Keysort Call Reports, which 
are subsequently sorted and tabulated to produce reports of sales activity by 
district. 

In another case, sales management of an industrial products company wanted to 
monitor sales activity on an overall basis, and also retain the ability to extract a 
detailed report on the sales activities of one man. 

A four-part Keysort Call Report form provided the solution. This allows salesmen 
to record pertinent statistical data in a minimum amount of time by merely notching 
pre-printed designations on the edge of the form. These include the title of the 
person on whom the call was made, type of business, whether (and from whom) 
action is requested, salesman’s identity number, time spent on the call, sales 
deterrent, trading area, with whom the call was made, yearly $ potential for the 
product discussed (if more than one product, a separate report is filed for each), 
purpose of call, and a rating of the state of customer relations. 

Distribution of the set is as follows: Original to Advertising Department, to be added 
to the promotional mailing list; Duplicate retained by the salesman; Triplicate to 
regional manager; Quadruplicate to the home office for statistical analysis. 
Benefits. Monthly reports are prepared to show totals of calls by major market, 
region, territory, type of account, product, sales deterrent and other pertinent 
factors notched on the cards. Reports showing the activity of each salesman are 
also prepared. The resulting central control over the sales effort, coupled with the 
better two-way communication allowed, has markedly improved sales effectiveness. 
In addition, there is a definite psychological benefit to any monitoring system that 
salesmen know is capable of evaluating their efforts. 







































































































Sales Inquiries 



Business Intelligence Data 


Each part of a Keysort Inquiry processing set serves a specific purpose. The typical 
system is a valuable asset to the advertising, marketing and sales efforts of the 
company. 

Inquiries generated from advertising, direct mail, publicity and other promotional 
activities offer another opportunity for the company “systems” man. A multiple- 
part unit record created for each inquiry received can serve many purposes. Such 
a set could be constructed as follows: two copies for the salesman assigned to the 
inquirer’s territory (second copy serves as a convenient form for reporting back on 
the sales call); home office (card) copy; label for sending the inquirer requested 
literature, samples, etc. If,the card copy has a built-in “sortability,” as in the case 
of a Keysort card, it can be used to quickly produce: 

1) A periodic “delinquent” report of leads on which no “feedback” has been re¬ 
ceived from the field. 

2) A periodic (usually monthly) analysis of inquiries by: source (name of publication, 
etc.); type of Source (whether from advertising, publicity, etc.); product; sales 
territory; market and other wanted factors. 

3) Refined analyses to provide guidance for future marketing effort. Such analyses 
can include: cost per inquiry by communication function and by publication; 
ratio of inquiry cost to resulting sales dollar volume. Not only are such analyses 
valuable in establishing the optimum communications mix, but they lead to a 
refinement of promotional effort almost impossible to achieve without them. 



Facts about competitors can be quickly retrieved for any desired analysis when 
set down on Keysort cards similar to this. 

In today’s competitive business climate, it is important to know as much as possible 
about the competition, even to the extent of predicting the most likely response to 
a move on your part. 

To set up a business intelligence system, one must first compile as much data as 
possible on each major competitor regarding: plant; sales; finance; products; proc¬ 
esses; executives; advertising; personnel; production and other pertinent cate¬ 
gories. This information can then be entered on Keysort unit records, so that it can 
be quickly retrieved for any desired analysis. New data gleaned from a variety of 
sources is incorporated into the system. Similar techniques can be used to record 
and analyze data accumulated from market studies. 

Smaller marketing staff groups need not do without these aids, but often fail to 
take advantage of them, due to a lack of knowledge about how to effect such pro¬ 
grams. This is where the “systems” expert can make a vital contribution to the 
company marketing effort. 
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This is an example of the type of Keysort customer-and-prospect card that has 
greatly improved marketing effectiveness for many progressive firms. 


A sortable unit record file can be made to produce an almost infinite number of 
different lists of customers and prospects. By coding Keysort cards for desired 
factors, specific prospect lists for effective territory call planning, mailing of spe¬ 
cialized material and other purposes can be quickly produced. A simple, but very 
effective “extra” for this type of list maintenance is the incorporation of an aperture 
duplicating master. Having obtained the wanted list through sorting for marginally- 
coded factors, it is then a simple matter to imprint sales follow-up cards or enve¬ 
lopes with the McBee Handiprinter. 

An example of this Keysort application is a system used by many new and used 
car dealers. Numerous sources of information are available to dealers from the 
manufacturers, state license bureaus, credit bureaus, and from the dealer’s per¬ 
sonal lists showing make, year, model, style, license number, number of units 
owned, etc. and purchaser’s name, address, occupation, method of financing of 
the cars sold in the area. The problem solved by the Keysort system is determin¬ 
ing the most logical prospects for either new or used automobiles. 

From the source information, a file of Keysort prospect cards with duplicating 
aperture is prepared. Marginal coding is for such factors as make of car or truck, 
year, model, type, size of truck, number of units owned, occupation of prospect, 
location, follow-up dates and coded name of prospect. 

Once a month, the cards are sorted by the Keysort method by follow-up date. Using 
the McBee Handiprinter, two lists for salesmen are prepared from the cards re¬ 
sponding to the sort.. . one for new car prospects and one for used car prospects. 
Salesmen are required to report the results of their calls and if the sale is not made, 
they establish a new call-back or follow-up date, which is notched on the prospect 
card. 

In addition to the new and used car lists the system is used for many other sales aids. 
For example, from data recorded on the cards, the buying habits of customers are 
established, date of last payment establishes the time to contact an owner for the 
purchase of a new car, sorting by make of automobile or truck provides prospect 
lists for any particular make of vehicle on the used car lot —for instance — a 
1963 Plymouth is available; therefore the most logical prospect would be the pres¬ 
ent owner of a 1959 or 1960 Plymouth. The Keysort cards reveal these owners, and 
a list prepared with the Handiprinter provides the salesmen with qualified pros¬ 
pects. The Keysort cards are also used in other ways to determine prospects. To 
illustrate, if a list is desired for a salesman to canvass a certain area of the city, 
the cards are sorted by Post Office and postal zone number; if in a rural area by 
Post Office and route. If literature is to be sent out to truck owners, the cards are 
sorted by size of truck for appropriate literature which is addressed with the 
Handiprinter. 

The opportunities to use the unique capabilities of Keysort cards with the aperture 
duplicating master are almost unlimited. Hundreds of clubs, associations, etc., 
have streamlined membership and dues accounting procedures with these meth¬ 
ods. Many real estate firms match available homes with prospective home buyers, 
both locally and through “multiple listing” by maintaining Keysort card records. 


































































































Warranty cards 



Keysort Warranty cards provide sales analysis and marketing research data in 
a systematic manner at low cost. 

Warranty cards are an excellent means for gathering market research data at the 
retail level. The Keysort Warranty Card System is economical, flexible and simple 
to process. These are typical results being gained by users. 

(1) Information from the Warranty Cards tells accurately, and in depth, what is 
going on at the consumer and retail levels. 

(2) Provides knowledge, usually for the first time, of the approximate shelf time 
of the products. 

(3) Information on the cards tells the sex of the buyer, reason for purchase, 
media that prompted the purchase, plus an insight into the consumers. 

(4) Returned cards, quickly and easily classified, provide a complete consumer- 
level sales picture. 

(5) Cards designed to show model number, color, date of manufacture, etc. pro¬ 
vide vital information for the Design, Sales, and Production Departments. 

Here is the procedure used by a manufacturer of electrical appliances. 

There is a Warranty Card for each product, with question format keyed specifically 
to the item. 

Cards are batch-grooved for year and month of manufacture, model number, size 
and color. The grooved cards are delivered to the production line where one is put 
in every product carton, always in the same easy-to-find place. 

Once in the hands of the consumer, the card is usually filled in and returned. A 
pre-sort of the Warranty Cards is obtained by using a different Post Office box 
number as a part of the return address for each product. Thus, the cards are sorted 
by product even before they arrive in the Marketing Research section. 

The first breakdown is a direct sort by model number within the product classifi¬ 
cation. That is, sort the “Fan” bundle by its various models. The sorted cards, in 
turn, are run through a Pitney-Bowes Tickometer for rapid count. In just two quick 
steps we now have a good idea of each model’s retail sales. Repeat the two-step 
operation for each of the other products; i.e., Electric Blankets, Fan Heaters, 
Vaporizers, Heating Pads, Portable Air Coolers, Hair Dryers, etc. 

The formula used to estimate returns is a direct result of the Keysort system. The 
number of any particular model manufactured over a given period is known. 
Periodically the returned Warranty cards are sorted by the Keysort method to de¬ 
termine how many came back from a particular production run. By following this 
practice from time to time, the percentage figure is continually adjusted. Cards 
are then filed for duration of the warranty period. 
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